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EXxplore Minnesota
Agency Overview




Explore Minnesota

AWHO WE ARE As the stateds tourism promotion offic
entrepreneurial approach, | everaging the stateoos
by the private sector. A council of representatiyv

connects Explore Minnesota with tourism businesses and organizations.

A VISION To elevate Minnesota as a premier travel destination through results-driven, innovative
destination marketing.

A MISSION To inspire consumers and facilitate their travel to and within the state of Minnesota.

A EQUITY STATEMENT Explore Minnesota is committed to honoring the value and dignity of all
individuals. Through our work, we pledge to foster an environment that respects diversity,
inclusion and accessibility, so that all who travel here feel welcome.
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2020-21 EXPLORE MINMESOTA

Stratenic Divection,
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FOMLY IHMHNE

75 MILLION ) $18.1 BILLION ) $1.17 BILLION 281,000
VISITORS IN SALES IN STATE SALES TAX JOBS

o - - im= = =t TH B — = = =y = - F
Incremental visitation of 2.2 millien trips 2 miillion visits to exploreminnesoto.com $10 million in match value fraom public/
private partnerships

tromn wesitors wha saw our advertsing
=
4 millien travelers served by

Incremental traveler spending of trawvel counselors %2 F millian in fu nding to communities
L7415 millian from wisitors who s=w aur " -
thiroiu gh grants and co-ap programs

a-:l-.-e*ti*s.ing_ S millian engagements on

sacial media

5732 millian in incremental state and

ocal taxes caollected from visitors whao 2 billian in estimated audience reach

saw our adwertising through public relations

PARTNER COLLABORATION

ERAND AWARENESS CONSUMER ENGAGEMENT

*Frogecteons to 20021




Spring Summer 2020
Original Plan




Strategy /
Audience

Strateqgy: Audiences

Increase travel to & within the A Cultural Explorers &
State of Minnesota. Spontaneous Adventurers

A Looking for unique and
diverse experiences

e A (culture, outdoors,

A Build on the success of sports, retail, dining,
#OnlyinMN 7 allowing it to entertainment)
punctuate ATr ue NArLitehife to the fullest

A Display a balance of A Educated, health oriented

signature tourism offerings,

new attractions, and hidden A Key ChaAr acteristics
gems. Adults 25+ (average

age 49)

A Families with two
kids under 18 YO

A HHI $106K



TARGET MARKETS - 2020

ANA

WYOMING

ADDING:
ILLINOIS A LinCC)In, N=
g A Indianapolis, IN

(Dnited states

COLORADOD

RANSAS © MISSOURI

KENTUCKY
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Display Ads / Find Your True North

#ONLYMMNI

?
#ONLYINMNE

SONLYMMNE

m EXPLORE GULL LAXE eXrLOnRe GRLL LAXE exXrLORe HEWING HOTEL
MINNESOTA Hlswme, MM

MINNESOTA Ml v, MM MINNESOTA Mixsaapatin, MH exXrLORE GULL LAXE

MINNESOTA Mlawme, MM
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COVID -19 Strikes




Recovery Strategy

We d gat lkndw how long it will be before travel will be
advisable or palatable for most travelers - the objective of this
campaign is to help kickstart our local economy at a time when
people will be aching to get out and be active.

OBJECTIVE: Convey gentle optimism and get people to
consider travelingagain.

This campaign will harness the ideaofi Mi n n es o iraurt o
determined nature, our pride in being part of the solution, and our
collective belief that we can get through anything together.

Mi n n e sbountg @ gpen spaces and outdoor experiences can
help restore a sense of comfortto our livesi and we d o rhave to
travel very far.

KEY IDEAS:
We @ét through this together.

We Omreaywhen youbre ready.

AUDIENCE: MASS AWARENESS
Adults 25+, 500 Mile Radius of MN



Message Map

WHAT EMOTIONAL NEED ARE WE MEETING?

Winter

Reconnections

Fall

Rediscovery

Transitional

Recovery

hPR (1) Close to Home within the State (3/4) New Normal/Welcome Back
phases——
May June July Aug Sept Oct Nov Dec
Themes

RecoveryWe will overcome. Relief:Find comfort outside. RediscoveryReturn to all the activities you love. Reconnection2 SQNB o6 S (S|






EoT anewtdaset A WHEN THE
VADVENTU RES TIMEIS RIGHT
THAT AWAIT - _WE'LL BE

START YOUR PLANNING ;"" SEEYOU SOON
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#ExploreMNAgain




EMT Grants, Coops
and Website
Opportunities




A Travel spending in Minnesota decreased $7.1 billion in 2020.

A Leisure and hospitality employment down 27% in 2020, to an estimated 202,000
jobs.

Impact of
A 2020 leisure and hospitality employment losses by sector:
COVI D '19 A Food & drink -23%

A Accommodations -37%
On A Arts, entertainment and recreation -36%

Minnesota AMinnesotads 2020 statewide | odging occupan

A The Minneapolis-St. Paul market was hit especially hard, with a 2020

L - r n d occupancy decrease of 52%
EISU e a- A The latest forecast of 2020 international travel to Minnesota shows an 80%

- - year over year decrease, with a return to pre-pandemic levels forecast for
H OSpltaI |ty 2024 or later. ’

Sources: Tourism Economics, Weekly Covid Impacts - MN - Jan 20; Minnesota Department of
Employment and Economic Development, Current Employment Statistics (CES) as of 1/24/2021;
Tourism Economics, International State Travel (IST) /

> 4




Tourism
Crisis

Grants

EMT provided $2.3 Million in Crisis Grants to Minnesota

Phase | (Jul.-Dec. 2020): Phase ll {Jan.-Dec. 2021);
51,031,000 51,288,750

A 4

Repurposed dollars from traditional Tourism Marketing Grant program
and paused/suspended programs to create program with immediate
dollars available to aid communities during revenue shortfall

Both programs aiding 150 destination marketing
organizations/communities statewide




EMT Cooperative Marketing

A EMT provided $766K to communities in co-op program
A Phase | (Jul.-Dec. 2020): $431,800
A Phase Il (Jan.-Jun. 2021): $335,000

A Explore Minnesota creates cooperative advertising and marketing opportunities with
vendors for Minnesota tourism businesses and communities by buying down
participation fees

A Deeper discounts and wider variety of programs available
A Programs serving hundreds of businesses statewide
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FREE enhanced business listings on exploreminnesota.com

Available to all tourism related businesses statewide

6,685 businesses participating

WEbSlte Over 466,000 referrals from exploreminnesota.com to tourism busi

Opportunltles websites (since Feb. 2020)

FREE consumer leads for eligible destination marketing
organizations/communities (since Apr. 2020)

56 participating communities

56,000 consumer leads generated requesting travel information fro
partners




Tourism
Conference

A Traditionally held in late winter as an in-person
conference with attendance around 350 people

A 2021 Tourism Conference will be held virtually,
Mar. 2-3

A Agency investment of $75K allows this conference
to be FREE and open to all tourism businesses
and organizations statewide

A Providing educational presentations by industry
leaders in the areas of tourism marketing,
research, diversity and destination development

A Focused on actionable steps you can take now
and planning to rebuild the tourism economy for
Minnesota



Fall Campaigns




Fall Niche o Dog Lovers

A9/1i 11/1

A500-mile radius of MN
(excluding Canada)

ANew :06 video
ADisplay, social, native, SEM

AEngagement through dog
Influencers on Instagram
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Fall Niche 0
Family Road Trippers

A9/1-11/1
A 500-mile radius of MN (excluding Canada)
A New :06 video
A Display, social, native, SEM
ARoad-Tr i Bingm
A Bingo cards for all 5 regions

A Featured items can be viewed from the
car or from a safe distance of others

A Printed cards will be available at EMT
Welcome Centers and affiliate Welcome
Centers i digital cards at
exploreminnesota.com/bingo
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Gratitude Messaging







